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Owing to the day-by-day development of technology, global communication, 
and information networks, the dynamicity of investment and work forces has 
increased and the organizations such as join stock companies have no choice 
but to a new organizing era. Value-based organizations are one of the newest 
forms  of  today's  organizations  in  which  customers  are  as  affecting  the 
production  and  providing  services,  working  and  process  strategies,  and 
developing knowledge and competitive power, alongside with the members. 
"The  organizations  are  always  looking  for  the  new  methods  and  creating 
innovation,  and  they  even  name  the  value  of  the  customer  as  their  'future 
source  of  competitive  advantage'"  (Kandampully  &  Khahn,  2004,  p.398). 
Management based on value and value-based organizations are now affecting 
today's organizations, and values are regarded to be an undeniable source of 
competitive advantage. Hence, effectively managing the relationship with the 
customer,  and  creating  and  presenting  values  are  the  main  mission  of  such 
organizations. This paper is attempting to provide a definition for the concept 
of value, and discuss the nature, their features and aspects, the importance, the 
advantages, key factors in their success, the phases of creating a value-based 
organization,  expanding  the  values,  the  future  of  such  organizations,  their 
challenges, and also the role of the leaders in institutionalizing the values. 





Lecturer and member of Scientific board, Payam-E-Noor University, Tehran  
PhD Student, Governmental Management,  Payam-E-Noor University, Tehran  




nd INTERNATIONAL CONFERENCE ON BUSINESS AND ECONOMIC RESEARCH (2
nd ICBER 2011) PROCEEDING  
131  
 
1-  Introduction  
At Present looking at values avoids definitions and word processing and value based 
management title of value based organizations cast it’s shadow on today organizations 
and  it  seems  that  values  are  undeniable  source  for  competitive  advantage. 
Developments of these organizations have a close relationship with a culture of a 
society.  Peters  and  Waterman  have  argued  that  "any  developed  organization  or 
company take seriously the process of values' formation" (Peters & Waterman, 1982). 
Value has not any positive or negative connotation by itself. One can only give a 
negative or positive connotation to a value based on determined values of a value- 
based organization. The old views and theories which form the basis of management 
have  been  questioned  until  now.  At  present,  subjects  like  the  way  of  individuals' 
participation at works and the way of making money are examined now. Documents 
show that the most profitable companies are the ones that share ownership, profit and 
information with all employees, therefore employee pays more attention to work and 
have an active role in organization performance. Value- based organization is a new 
figure of new age organizations. Customers cooperate with organization members in 
goods'  production  and  doing  service,  the  way  of  doing  works  and  processes, 
development of knowledge and competitive power "organizations always seek new 
ways and innovation in creating and offering value and even call value of customer as 
"upcoming source of competitive advantage." (Kandam pully & P. 398 Khanh, 2004) 
So, efficient management, relationship with customer and creating and offering value 
to him, is among the most important duties of organizations. Values don't have a 
single  definition  like  most  of  existing  concepts  in  domain  of  human  thought  and 
social  sciences.  "Organizational  values  have  been  defined  as  a  heart  of  DNA 
organizational  culture  (Henderson  and  Thampson,  2003).  Most  researchers  and 
authors consider organizational values as a key component of organizational culture 
(Schein, 1992; Morgan, 1997; Eisenberg & Riley, 2001; Stohl, 2001; McAleese & 
Hargie, 2004), McAleese and Hargie (2004). 
 The  present  paper  first  is  to  probe  the  definition  of  values'  concept,  nature, 
advantages  and  importance,  vital  factors  of  success;  creating  value-  based 
organization, values' expansion, future of organization and challenges facing and its 
characteristics and dimensions and then explain the value- based organizations and 
also  the  effect  of  leaders  on  institutionalizing  values  and  finally  demonstrate  the 2
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future challenges and perspectives of these organizations definition and concept of 
value. 
Values are characteristics or qualities which are examined effectively; they show the 
most important priorities of a person. Value- based announcements in value- based 
organization are determined and explain the way of treating people with each other in 
an organization and also show how people treat each other in an organization. They 
have announcements to show how an organization honors customers, suppliers and 
internal community. Value- based announcements describe actions which execute the 
maintained fundamental values by individuals in the organization alive (Evans, 2000). 
Values  have  been  described  in  organizational  literature  and  social  psychology  in 
different  ways.  While,  making  a  distinction  between  personal  and  organizational 
values  is  useful,  most  of  the  organizational  and  communicative  literature  (for 
example, kruckeberg in ledingham & Bruning, 2000; Maierhofer et al, 2003; Brown 
& Trevino, 2003, kabanoff & Daly, 2002; Murphy & Davey, 2002) Still mention the 
above definition by Milton Rokeach of Personal value like this: values are defined as 
"Prescriptive  beliefs  about  the  ideal  ways  of  behavior  and  final  fundamental 
conditions which become active by position and goal, but are beyond it (Rokeach, 
1980, P. 262) and in an exact meaning are abstract things. Values play an effective 
and comprehensive role in people and organization lives (for example, Chatman and 
Cha, 2003, Fitter, 1996, Kuter and Hikit, 1992, Lord and Brown, 2001, lion, 1996, 
Erili and Chatman, 1996, Rokeach, 1973, Tashman and Erili, 1997 and Valton, 1985). 
They are general, each person, group and culture organizes values in a hierarchy of 
importance  (Feather,  1996).  Psychologists  have  mentioned  that  values  along  with 
identities and beliefs of each person, are a valuable component of the very hypothesis 
(Lydon,  1996).  Values  also  are  examined  for  being  required  for  meaning  of 
experience.  In  addition,  values  depend  on  emotional  system  including  "people 
become  happy,  when  their  important  values  are  obtained;  when  these  values  are 
failed, they will become angry" (Feather, 1996, P. 222). While organizational values 
have been described as a symbolic values- "divine, ethical or holy value", they need 
operational- "Pragmatic in connection with operational results (Katz & Kahn, 1966, 
54). Values, organizational values which are either symbolic or operational, make 
them more appropriate or meaningful for employees. From a cultural point of view, 
values  especially  supported  values  are  defined  as  secondary  component  of 
organizational culture along with assumptions and artificial effects (schein, 1992). We 2
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can say about the literal meaning of value "Everything useful, desirable or admirable 
for a person or a group and are valued (Sanei, *1372). In fact we can say that value is 
one  of  the  most  fundamental  factors  in  establishing  thought,  action  or  actions  of 
person and also formation of social life. There are criteria for these values which give 
meaning  to  public culture  and  society  (Nikgohar,  *1369). What are  values? Over 
ambition, competence, individualism, equity, unity, services, responsibility, accuracy, 
respect,  devotion,  frequency  (variety),  correction,  enjoy/recreation,  loyalty,  credit, 
honesty,  innovation,  group  work,  superiority  ,answerability,  progress,  bravery, 
wisdom, authorization, quality, efficiency, dignity, cooperation, assistance, affection, 
independence,  security,  challenge,  influence,  learning,  kindness,  friendship, 
discipline/order,  manhood,  resistance,  arrogance,  confidence,  flexibility  determine 
and stabilize values. People show values and take them as an example in acting based 
on personal business behaviors, decision- making, participation and inter- personal 
interactions (Evans, 2000).  
2-  Definition of value- based organization  
In these organization, commitment to submit power make the real participation of a 
system necessary which consider the respect and promotion of each person. Such a 
system provides a participation possibility for all personal and also organization is in 
the way that gives a customer the most of price. Also gives any employee a reward 
because  of  his/her  participation  reward.  Therefore  share  him  in  organization 
performance. Such a comprehensive framework only in the domain of organization is 
worth while. The aim of this kind of organization and management is increasing the 
long-  term profitability  of company through paying attention to  customers'  values 
(Frank  2001).  Two  main  principles  of  a  value-  based  organization  are  a  share 
proportional to what help to production is given. The right of life is given to all in a 
culture  in  which  they  have  an  equal  respect  and  value.  What  a  value-  based 
organization  offers  exclusively  is  a  framework  of  using  ethics  in  global  market. 
Another point of view indicates that values of social systems are the same as the way 
of  depicting  roles  (members'  behaviors),  norms  (prescriptions  and  executive 
guarantees for these behaviors) and values (where norms are substituted). This point 
of view supposes that norms and values blend in each other than to separate from 
social  systems,  and  for  the  same  reason,  organizations  are  accused  of  using 
organizational values as a controlling tool (Tompkins & Cheney, Barker, 1999, 1985). 
Examples of values at work: 2
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* Unity       * dependence/ humanism  
Giving help/ assistance  * inner harmony, mental relaxation  
*personal growth, learning and self- flowering    *progress/achievement  
* Financial stability       * answerability  
* Respect           * superiority  
* Recreation       (Cha & Edmonson, 2006) 
Components and nature of value- based organization  
A value- based organization has three connected parts which either shows ethical or 
material aspects:  
￿ A value- based governmental and operational structures. A social structure like one 
organization or commercial company should be organized to achieve success based 
on proper principles and ethical values.  
￿ General structure or "invisible environment" of a company includes constructive 
components like announcement of main values by company, ethical principles and 
organization's  missions,  marketing,  financial,  operational  and  strategic  plans, 
organizational charts and rules of company and so on. These infra structures have a 
noticeable  effect  on  quality  of  relationships  among  people  and  their  physical 
environments. A value- based organization constitutes these general (between people 
and physical environment) "culture" relationships of a company. 
￿  Focus  on  value  of  customers  and  clients.  A  value-  based  organization  and 
management looks at any customer and client as a human who deserves respectful and 
fair behavior. Recently a great tendency toward value in view of customer is seen and 
this matter has been analyzed in different aspects. The concept of value is one of the 
most widely used concepts in social science in general and in management literature 
in particular. This concept also has been used in accounting and finance, economics, 
information systems ,ethics and so on.  
From social goal point of view, i.e. goods' delivery and offering services with high 
quality, a value- based organization follows this formula.  
￿ Value increases with goods quality or service, increase or price decrease. This 
formula is a key to success in competitive market. 
￿ Value- based reward and payment system. Suppose the company structure is based 
on proper ethical principle and its main focus is on giving the most value to customer. 
The system of reward payment can be organized in a way that shows these principles. 2
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Based  on  the  Trissi  and  Virsema  studies  on  modern  competition  and  what  made 
market leaders successful in this field, three important facts are shown:  
1- Creating value   2- operational model of value 3- valuable policies.The first case 
refers  to  implicit and explicit  promise  of  organizational  management  to  present a 
combination of factors causing value like price, quality, performance, the possibility 
of choice and other facilities to customer.The Second case concerns a combination of 
operational processes, managerial systems, structures and commercial culture which 
support the organization in honoring customers.  
The third case includes three distinct ways where by organizations are able to create 
value and execute operational model of value in market and present it to customers. 
These ways are as follows. 
1. Operational superiority: such organizations like Val mart are looking for delivering 
goods  with  reasonable  price  and  useful  services  and  the  least  frustration  for 
customers.  
2. Leadership of product: Organizations like Inter and Nike present the most unique 
kind of product to customers and for this reason, innovation and fast change to keep 
superior condition in product market is inevitable.  
3. Intimacy with customers: These organizations recognize customers deeply and asks 
for the most better one and making close relationship with them which we can refer to 
some private banks in this connection: choosing any of these valueable policies is a 
competitive strategic choice which makes customer a basis for most of organization 
decisions  and  plans  and  this  strategic  choice  leads  organization  efforts  to  present 
superior value to customers (Brick & Brown, 2004). 
According to theory values' structure (Schwartz, 1996), 10 general value dimensions 
such  as  benevolence,  progress  and  tradition  is  a  basis  for  all  values.  Most 
organizations  implicitly  and  often  explicitly  support  "trade"  or  values  directing 
performance  like  quality,  efficiency  or  productivity  (Foreman  &  Whetten,  2002). 
These values are more order -based on progress. Also most organizations support 
group  values  which  emphasize  on  welfare and  needs  of  "employees" and  include 
mutual respect, "authorization, progress and participation" of employee (Cha, 2004, 
Chatman & Cha, 2003). In general, research is based on values in elementary steps. 
Researchers learn how values affect state, treatment and recognition (Lord & Brown, 
2001,  Meglino  &  Ravlin,  1998).  They  look  for  advantages  of  emphasizing  on 
common  values  and  recognize  the  result  of  value-  based  correspondence  among 2
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people and organizations (Meglino & Ravlin, 1998). Most performed field studies in 
this area are temporary and other studies (for example Ehrhart & Klein, 2001) of 
organizational values help any person in stabilizing priorities in daily business life. 
Organizational goals are categorized based on determined values. Choosing useful 
values and behaviors are recognized in a systematic performance feedback. People 
hire  and  encourage  individuals  whose  point  of  view  and  actions  corresponds  to 
values. Only active participation of all organization members guarantees an actually 
expanded organization (Lord & Brown, 2001).  
The way of designing a value- based organizations  
The  way  of  system  execution  in  each  company  is  different.  A  value-  based 
organization  is  based  on  global  ethical  principles  which  are  connected  to  human 
nature  and  human  essential  needs  factors  like  company  size,  industry  kind  and 
physical  condition  of  organization,  organization  strategies  and  management  style 
affect the way of beginning system. A collaborative manager which likes to establish, 
this system should begin this process with providing a written book. Generally main 
values of company are provided by ethical principles which define the fundamental 
reason  of  company  and  direct  the  way  of  performance  and  development  in 
organization. Ethical principles are a set of behaviors to guide individuals toward 
harmony among individuals and organization culture. Ideally, these main values and 
ethical principles have been confirmed by all members of organization and will be 
reflected in minor rules and companies' structure and include reviewing and periodic 
improvement. These principles are considered a guide for operational direction and 
also daily communication of its members. We can mention the following items among 
the  most  important  structures  and  processes  of  organization  and  value-  based 
management: 
￿ Academic programs for active factors of company and main executive managers; 
 ￿  Executing  systems  of  quality  improvement  to  move  toward  customer;  making 
personal and group reward systems in a systematic way. 
￿  Establishing  statistical  quality  control  systems  connected  with  joint  problem- 
solving and decreasing costs.  
￿ Establishing  two- way responsibility- taking systems.  
A value- based management knows that culture change is not occurred so fast, people 
and  organizations'  behaviors  rooted  in  time.  New  habits  are  only  rooted  in  time 
through positive and continuous strengthening (Cha & Edmonson, 2006). 2
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3-  The process of development and factors of values' success in value- based 
organizations  
Although  there  are  more  written  texts  about  organizational  values  and  cultures. 
Literature  is  to  some  extent  brief  about  how  organizations  expand  their  values. 
Determination  of value based on its inflexibilities or how values of  a person  can 
change fast, has also been described (Griseri, 1998, P. 144). Influence on organization 
dimensions in order to change, is a strong guarantee for success. A series of meetings 
for  values'  adjustment  which  all  organization  members  will  participate  in  it  is 
designed and timed. A Plan is for attending any member of organization in a four-
hour meeting. (If the group is small, the most effective group to meet all members in 
one session). When these meetings are effective that guided by facilitator trainer. This 
matter allows any member of organization to contribute completely in this process of 
teaching internal facilitators which guide one session and participate in another. To 
summarize  the  organizational  values,  an  important  component  of  organizational 
culture remains. Although there are some researches about organizational culture, a 
great  deal  of  this  research  is  not  devoted  to  study  whether  organizational  culture 
affects the way of organizational values' development or specially who are included in 
this process except founder or CEO? Or do the process of determining value define 
the  organizational  culture?  For  example,  the  joint  culture  mean  employees  are 
included in determining value process? And in the same way, do the power- thirsty 
culture mean organizational values are the result of upcoming leaders and founders? 
Do  organizational  values  derive  from  organizational  founders,  dominant  coalition, 
employee or all above cases (Griseri, 1998, P. 145). How should we develop and 
explain the common values in the workplace? While emphasis is on matching and 
adjusting values,We can use this process to develop any product or period of action 
need support of stability and expanded ownership of employees. This process is used 
successfully to help organization in developing insights, statements of coalition for 
future,  norms  and  relationship  advices,  operational  preferable  plans  and  executive 
goals (Lord & Emrich, 2001). 
In this respect, advice to succeed the process is expressed as follows:  
￿ Don't exaggerate about the process. 
￿ Always connect the explained values to world problems or make stable based on 
them.  2
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￿ Encourage individuals to recognize samples where there is a gap among values or 
believes or behaviors.  
￿ Remember that you don't like to change beliefs and values of a person with talking 
about them. In the best situations, clarifying exercises of values is an opportunity to 
share in them not changing them. If we use our investment in identifying workplace 
values  and  the  process  of  adjustment  to  make  a  distinction  in  our  organization, 
leadership and pursuing a person is important. Organization should promise to change 
and improve communications, action and business behaviors (Edmondson et al, 2001) 
organization values have been described as values derived from individual values. 
However  a  new  point  of  view  made  a  mistake  among  personal,  group  and 
organizational  values.  Australian  researchers,  Mayerhoofer,  Raferti,  and  Kabanof 
(2003) argued that importance given to personal, group and organizational values are 
different  according  to  steps  which  these  value  acquired,  kept  or  changed 
(Mayerhoofer, et al, 2003). 
Leadership in value- based organization: 
Value- based systems are directed by leaders but are not dependent on leader. They 
receive their energy and creativity from ordinary persons and get their goals from top 
persons. This system defines a true leader as a teacher and a serving man. A  person 
who  gives  others  the  recognition  power  for  final  potential.  If  the  leader  of    an 
organization do work well, explain and teach the global values and make a long- term 
point of view, in fact, encourages others to acquire that values and follow that long- 
term point of view. Leadership in value- based organization requires expansive view, 
patience, perseverance and tendency to share with personnel. According to some of 
managers  and  employers  point  of  view,  the  idea  of  sharing  with  personal  is 
unacceptable. But individuals who are looking for a new managing system based on 
sharing with equity and power are very useful. Leadership in a value- based system 
presents a new ethical framework to increase life quality of personnel and at the same 
time increase efficiency and strike the balance in society and organization (Cha & 
Edmonson, 2000). 
The role of leaders in pursuing process of values in the workplace  
By pursuing recognition sessions and adjusting values and agreeing in values, leaders 
along with employees.  
* Often communicate and discuss with organization and group values; 
* Determine the organizational goals which are done based on the recognized values;  2
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* Take personal & business behaviors, decision making, partnership and intrapersonal 
relationship as an example which reflect the values.  
* Interpret values as expectations, priorities and ways of treatment with co-workers, 
reporter employees and themselves.  
*  connect  participating  in  choosing  values  and  behaviors  achieved  to  systematic 
feedback of performance and the process of performance development. 
* Give rewards to actions and achievements of members in a center which reflects 
values in the organization and appreciate them. 
* Hire and encourage individuals whose views correspond to these values; and  
* Sometimes they see each other to speak about how a person works through keeping 
recognized values (Sosik, 2005). 
4- Operational point of view of organizational values 
Operational point of view of organizational values when appear  that management 
authors  emphasize  to  direct  organizational  values  of  organizational  behavior:  for 
example, management consultants of Handerson, and Thampson (2003) define values 
as "our superiorities and priorities series" while describing priorities as something we 
prefer not more and priorities show importance of one superiority over another. They 
suppose values create a center and make individuals be able to understand motivation 
believes and fundamental assumptions (Henderson & Thompson, 2003). 
Another operational policy for organizational values describes them in conditions of 
future,  success,  profit,  production  and  completion  orientations  (Rick  and  silares, 
According  to  siger  1997).  These  values  are  used  for  both  internal  and  external 
activities of organization: "Cultural values show unique correspondence of a special 
organization to its opportunities and possibilities and help organizational members to 
understand necessities of organizational life" 
However, definitions of Collins & Porras (1997), management authors, about their 
organizational  values  make  them  distinct  from  operational  policies  which  can 
correspond in a necessary way: "old and necessary principles of an organization- A 
small group of general guide principles neither blend in special operational or cultural 
performances nor get along with financial interest or short- term condition (Collins & 
Porras, 1997, P. 73). 
4-  Expansion of value: 
The  inherently  abstract  or  "ambiguous"  values  cause  potentials  for  multiple  & 
acceptable interpretations of appropriate meanings in values. We argue that expansion 2
nd INTERNATIONAL CONFERENCE ON BUSINESS AND ECONOMIC RESEARCH (2
nd ICBER 2011) PROCEEDING  
140  
 
of values occurs due to both cognitive and intrapersonal processes. Both cognitive 
processes may help value to expand, first a natural process of "aimlessness" occurs 
which in an abstract advice for gradual action of extra meaning, sometimes suppose 
meaning as supplementary, finally duty or main values of an organization may be 
weaken due to expanded domain of meanings, the recent study has determined its 
duty  based  on  profitless  management  as  an  aimless  management  which  are  less 
important in involving organization in activities for its duty which weakens its focus' 
over time (Sawhill, 2000). 
 Second, we argue that phenomenon of expectations increase help to value expansion. 
Study based on happiness is a documented phenomenon which is called "Joyful even 
work" (Shwartz, 1996). 
Similarly, Risher (1969) argued that when social conditions improves, expectations 
because of something causing the least progress of assumed value like general health 
increases.  We  also  argue  that  social  processes  of  communication  help  to  expand 
value. Weeks and Gulonic (2003) gave a theory which values as obvious examples of 
organizational  cultural  ideas  when  formed  (took  shape)  that  passed  by  members 
voluntarily and interpreted by other values and this idea which is remembered affects 
its repetitive opportunities. According to study on clinical psychology (for example, 
Wrong & Fry, 1998); special values may be products of value expansion, i.e. values 
completely kept, by society which is placed in an organization. According to this 
view, the expanded values of Marvik contained the main values of equity and social 
welfare in the United States (Rescher, 1969). Another thought school indicates that 
employees are involved in determining organizational values. The followers of this 
view believe that employees as individuals expand their values through a series of 
steps (Griseri, 1998).  
5-  Expansion of Personal values 
Kuhelberg  (1981)  describes  4  steps  by  individuals  expanding  their  values  which 
corresponds to three following steps: 
Step 1: Pre- conventional 
Step 2: legal- person obeys laws to avoid guarantee.  
Step  3:  Individualistic-  Person  obeys  laws  to  maximize  his/her  interests,  but  may 
noticed that other do the same work. 
Step 2- conventional  2
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Step  3  mutual  expectations-  person  tries  to  keep  good  relationship  with  them  to 
approach him/her. Step 4 social consciousness- person feels that social norms are true 
and looks for a way to expand them (Kohlberg, 1981). 
6-  Value clarity: 
Problems in communication with expansion of value and in agreement may be deleted 
by managers and employees with paying attention to intellectual talks about values 
and with help to decrease differences in interpretations of meaning and implications 
(Schein,  1985).  However,  there  may  be  a  challenge  between  value  clarity  and 
meaning experience, especially "employees" less feels personal communication with 
organizational  values.  If  leaders  seriously  limit  the  meaning  scopes  in  which 
employees may be connected to them (Schein, 1985). Values: Schwarz (1989) defines 
values as appropriate ultra condition goals which are a guide for the way of social 
actors choosing actions, evaluating individuals and justifying their evaluations and 
actions. "Values" also present responses to general necessities of societies' function. 
Schwartz  (2004)  lists  three  general  necessities  1)  Individuals'  needs  as  biological 
organisms  2)  The  necessities  of  harmonic  social  agreement  and  3)  welfare  and 
survival needs of groups.  
So "values" theory can describes creativity as a social and also an individual process 
(Schwartz, 2004). The theory of  values' structure  of Schwartz (1994)  contains 10 
kinds of "distinct value" attained from three general necessities. These kinds of values 
are listed in table (1). As shown in figure 1, four high rank areas of value are existed 
which 2 area oppose 2 remained area (Schwarz, 2004). 2
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Table 1: Kinds of value 
Items of value  The defined goal   Kind of value 
Creativity, freedom, independence   Independent action and thought   Self  
Goals, curiosity, independence   Choice, creation, discovery   Direction  
A different life, An exciting life 
Excitation,  innovation, challenge  in 
life 
Stimulation  
Rude, joyful, happy and relaxed life 
Enjoy  or  joyful  prosperity  for  the 
sake of person  
Enjoy  
Ambitious, successful, powerful  Personal progress through showing  Progress  
  Social base & status   Power 
Social order, family security, national 
security, or cleanness, bilateral state of 
supports, health  
Security,  harmony  and  stability  of 
society, relationships and self 
Security  
Obedience,  self-  control,  education, 
respect  to  parents  and  the  elderly 
people 
Limitation of actions, tendencies and 
stimuli are probably unpleasant and 
harmful for others and violate social 
norms and expectations  
Cooperation  
Respect  to  tradition,  humility, 
believers,  accepting  fortune  in  life, 
moderate  
Respect,  commitment  and 
acceptance  of  traditions,  and  ideas 
which religion or culture of person 
creates  
Tradition  
Open-  mindedness,  social  justice, 
equity, peace in the world, a world full 
of  beauty,  unity  using  nature, 
protecting environment  
Understanding,  knowledge, 
endurance and protect for all welfare 
and for nature  
Benevolence,Globalisation  
(Schwartz, 2004) 2
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Future and challenges facing value- based organizations  
It  seems  that  values  and  especially  common  values  are  a  powerful  motivating 
mechanism  for  members  of  an  organization  and  a  culture.  Common  values  give 
company a trade entity,  strengthen. Collaborative commitment and create a stable 
social system. Common values decrease the need to official and bureaucratic controls 
(Shermer Hooren, 1378)*. In the hurried today world, we only can have competitive 
advantage and also influence on high- competition markets with creating value for 
customers. Therefore organizations to keep this priority should show new approaches 
and forms like dominance of value, ethics and belief and…, In fact correspondence 
can not be studied regardless of other values. Because there is a pyramid system in 
which  values  are  ordered  based  on  their  importance  toward  group  or  individual 
(Chark, 1957). Some researchers also introduce the value- based systems like this: 
The value- based system includes a series of interrelated tendencies which are ordered 
based on biological needs. Poukh (1977) also divides value- based systems into two 
parts: system of primary values which is related to biological needs.The System of 
secondary values which contains social and ethical values. He believes that general 
system of values is influenced by both of them (Rokeach, 1972). 
7-  Discussion and Conclusion  
In fact, it can be said that value is one of the most fundamental factors in establishing 
of  thought,  action  or  actions  of  person  and  also  formation  of  social  life.  Over 
ambition,  competence,  individualism,  equity,  unity,  services,  responsibilities, 
accuracy, respect, devotion, frequency (Variety), correction, enjoy/recreation, loyalty, 
validity,  honesty,  innovation,  group  work,  superiority,  answer  ability,  progress, 
bravery, wisdom, authorization, quality, efficiency, dignity cooperation, assistance, 
intimacy, independence, security, challenge, influence, learning, affection, friendship, 
discipline/order, manhood, resistance, arrogance, confidence flexibility determine and 
stabilize  values.  Useful  organizations  expand  a  dear,  brief  and  joint  meaning  of 
values/  beliefs.  A  value-  based  organization  is  based  on  global  ethical  principles 
which are linked to nature of man and human needs. Factors like size of company, 
kind of industry, physical condition of organization, strategies of organization and the 
way of management affects the trend to start system. Determining evolutionary value 
occurs  when  individuals  immediately  change  their  values  happily  and  adapt  with 
them, while determining revolutionary value occurs when people in order to keep 
their  values  after  flattering  and  justifying  the  change,  change  them  compulsorily 2
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(Griseri, 1998). When values are a result of people's believes and attitudes and are 
affected by them, they will be described in a "mixed" form and when are judged by 
their  beliefs  and  attitudes,  considered  "imposed"  (Goriseri,  1998).  Many  different 
schools of  thought  are created  about  how  organizational  values are  expanded and 
developed and how are included in this process. Besides, it seems that this process 
depends  on  several  factors  including  organizational  culture  and  the  period  of 
organization's life.  
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